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ՁΫcПВʺvΝà˦3˔ »ŃͲŝcПВʺvΝěǗ仿զȈ些\Ƕ̰Ν»
̲-˚ʦőաΦ»ʦͺě΀3ʴ˔γόNѳҋҒЇCΝŃͲŮ他仿զ3xė
ЇCŝcПВʺvΝ˞ԉ?ɴɌϚ-ͩ М3仰ǁcПВCв产ΝŃͲ仿զ
γόӠǋ-КџàȐãcПВCΝěǗ⑩Ȗńç3˚ ʦҊM˔ȧѳǁcПВ
CΝŃͲŮ他仿զӳѨ͍´γό- 
˚ʦxԹԛǦǦMγόǁҴ3ԃӭǁ½ƯВ<ŃͲʜ_ΝÂƹÓ˭37ʭՒ
ҋҒcПВCΝŃͲʜ_Óß?¿Ũʜ_,ЇCΝŃͲʜ_p԰ΝǣȄ3
Ģ7ʭՒ3ɜÑcПВCǎ½ˁΐŊC亿΍ŃͲʜ_ɓ他ŃͲΝϝΕ?Ĵλ- 
    ծ±3ǁԹԛǦǦƯВΝŃͲʜ_ӳѨЎβ3ɜÑҢŃͲŝlͳѼм,_{,
ǮÑ΀Νͳ{,Ҏȷ,ÊϏͥ,ğ_Ёˬ,ğ_ʹмϚ9eʭՒΝ¾ʹȚ- 
½̑3ǆԹԛǦǦŃͲğ_ΝʹȚ?¿Ũʜ_,ЇCΝŃͲʜ_ӳѨҋ
Ғ3ɜÑtyp԰ΝǣȄ-γόě΀4xԹԛǦǦMv主ΝcПВΐŊCΝŃ
Ͳʜ_?¿Ũʜ_p԰ΝǣȄNѳ΀ŝğ_Ёˬ⑩ÊϏͥʭՒ5?ЇCŃ
Ͳʜ_p԰ΝǣȄNѳ΀ŝv乏l⑩ʔ͑ԌʭՒ-  
˒į3˼ ɼãʦΝγόЁ˯3˚ ʦқřǁ½tcПВCǎ½ˁΐŊCƌ
亿΍ŃͲʜ_?̓ӃЛ̫ԃʆÑx=Ȃ九47ˁÞ΍cПВCΝϺϼʜ_
ԁŃͲ˻Ȧ|¦ѷ5` ˁÞ΍̓ӃЛʜ_Ů他cПВCŃͲΝȽɄ|¦5;ˁ
Þ΍cПВCв产ΝñȂϐŃͲcìȴ- 
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Abstract 
With the advent of the Internet era, problems about brand building in the Internet 
age have caused people’s widespread attention. On the basis of previous literature 
review, we found that previous research focuses on branding problems for traditional 
corporates, but less research focuses on Internet corporates' own branding issues. 
Given the current development and influence brought by Internet corporates, this 
paper argues that it is necessary to study branding issues for Internet corporates. 
This paper select Alibaba as research object, brand story on its website as 
research sample, adopts content analysis method to find the strategies and 
enlightenment of building brand for Internet corporates, especially E-commerce 
corporates. Besides, this paper also compares and discusses the differences between 
brand story of E-commerce corporates and typical story, and that between 
E-commerce corporates and traditional corporates. 
First of all, encode the brand story on Alabama’s website to find out the specific 
characteristics of characters, events, objects, messages, conflict, narrative structure, 
narrative features of Alibaba’s brand story. 
Second, discuss the characteristics of brand story of Alibaba, typical story and 
traditional corporates to find out the differences among them. It indicates that the 
brand story of Internet corporates, represented by Alibaba, differs from typical story 
significantly in term of narrative structure and conflict, also differs from traditional 
corporates significantly in term of spokesman and communication channel. 
    Finally, according to the above analysis, this paper attempts to put forward some 
suggestions for Internet corporates, especially E-commerce corporates, about how to 
use brand story to communicate with consumers. The suggestions are as follows: 
Firstly, take advantage of corporate’s brand stories to transfer its core value. Secondly, 
take advantage of consumers’ stories to create  emotional value of brand. Last but 
not least, take advantage of Internet to establish interactivity for consumers and brand. 
 
Keywords: Narratology; Brand Story; Elements of Story; Internet Corporates; 
      Content Analysis Method 
厦
门
大
学
博
硕
士
论
文
摘
要
库
!III 
k   @  
 
1 h4 ........................................................................................................1!
1.1caHR ............................................................................................................. 1!
1.2ca8
Y ................................................................................................. 2!
1.2.1 γόΤΝ ............................................................................................................. 2 
1.2.1 γόɃo ............................................................................................................. 2 
1.3casb ............................................................................................................. 3!
2 nr^ ................................................................................................5!
2.1t< ......................................................................................................... 5!
2.2V<YuZ
U ......................................................................... 6!
2.2.1 ŃͲʜ_Νưo ................................................................................................. 6 
2.2.2 ŃͲʜ_ΝѳϪ ................................................................................................. 7 
2.2.3 ŃͲʜ_Ντϧ ................................................................................................. 8 
2.3V< ca ....................................................................................... 10!
3 ca?2 ..............................................................................................13!
3.1ca# ........................................................................................................... 13!
3.2)O ........................................................................................................... 13!
3.3k3M> ........................................................................................................... 14!
3.3.1 。ԮȴЎβ ....................................................................................................... 14 
3.3.2 ȃʚȴЎβ ....................................................................................................... 15 
3.3.3 Ўβ̘ճ ........................................................................................................... 15 
4 ca%Do ..................................................................................17!
4.1(L! ........................................................................................................... 17!
4.2" ................................................................................................................... 19!
4.3<+	(" ....................................................................................... 22!
4.4]E ................................................................................................................... 24!
4.5g$ ................................................................................................................... 25!
厦
门
大
学
博
硕
士
论
文
摘
要
库
!IV 
4.6t%m ........................................................................................................... 28!
4.7t,! ........................................................................................................... 30!
5 r'W4 ..............................................................................................33!
5.1`KIf*V<_P<Td ........................................... 33!
5.1.1 ğ_ЁˬʭՒΝǣȄ ....................................................................................... 33 
5.1.2 ÊϏͥʭՒΝǣȄ ........................................................................................... 34!
5.2`KIf*V<-Qf*Td ........................................... 35!
5.2.1 v乏lʭՒΝǣȄ ........................................................................................... 35 
5.2.2 ʔ͑ԌʭՒΝǣȄ ....................................................................................... 37 
6 caj; ..............................................................................................38!
6.17`Kf*Xe<-pVi/C@ ....................................... 38!
6.27901<qA`Kf*V/C ....................................... 39!
6.37`Kf*=6GFV` ............................................... 40!
7 \NS& ..........................................................................................43!
7.1ca\N ........................................................................................................... 43!
7.25S& ........................................................................................................... 43!
:Bn ..................................................................................................44!
l  J ......................................................................................................48!
[  . ......................................................................................................50!
  
厦
门
大
学
博
硕
士
论
文
摘
要
库
!V 
Contents 
 
1 Introduction ...........................................................................................1 
1.1 Background ........................................................................................................ 1 
1.2 Purpose & Significance ..................................................................................... 2!
1.2.1 Research Purpose ................................................................................................. 2 
1.2.1 Research Significance .......................................................................................... 2 
1.3 Framework ......................................................................................................... 3 
2 Literature Review ..................................................................................5 
2.1 Narrative & Story ............................................................................................. 5 
2.2 Definition, Elements and Types of Brand Story ............................................. 6 
2.2.1 Definition of Brand Story .................................................................................... 6 
2.2.2 Elements of Brand Story ...................................................................................... 7 
2.2.3 Types of Brand Story ........................................................................................... 8 
2.3 Related Research of Brand Story .................................................................. 10 
3 Research Design ...................................................................................13 
3.1 Research Method ............................................................................................. 13 
3.2 Sample Selection .............................................................................................. 13 
3.3 Coding Standards ............................................................................................ 14 
3.3.1 Closed Coding .................................................................................................... 14 
3.3.2 Open Coding ...................................................................................................... 15 
3.3.3 Coding Steps ...................................................................................................... 15 
4 Research Results & Analysis ..............................................................17 
4.1 Characters ........................................................................................................ 17 
4.2 Events ............................................................................................................... 19 
4.3 Common Objects ............................................................................................. 22 
4.4 Conflicts ........................................................................................................... 24 
4.5 Messages ........................................................................................................... 25 
4.6 Narrative Structure ......................................................................................... 28 
厦
门
大
学
博
硕
士
论
文
摘
要
库
!VI 
4.7 Narrative Features .......................................................................................... 30 
5 Discussion .............................................................................................33 
5.1 Differences Between Brand Story of E-commerce Corporates and Typical 
Story ....................................................................................................................... 33 
5.1.1 Difference in Narrative Structure ...................................................................... 33 
5.1.2 Difference in Conflict ........................................................................................ 34 
5.2 Differences of Brand Story Between E-commerce Corporates and 
Traditional Corporates ......................................................................................... 35 
5.2.1 Difference in Spokesman ................................................................................... 35 
5.2.2 Difference in Communication Channel ............................................................. 37 
6 Research Insight ..................................................................................38 
6.1 Take Advantage of Corporate’s Brand Stories to Transfer Its Core Value
 ................................................................................................................................. 38 
6.2 Take Advantage of Consumers’ Stories to Create Emotional Value of 
Brand ...................................................................................................................... 39 
6.3 Take Advantage of Internet to Establish Interactivity for Consumers and 
Brand ...................................................................................................................... 40 
7 Research Limitation & Further Study ..............................................43 
7.1 Research Limitation ........................................................................................ 43 
7.2 Further Study .................................................................................................. 43 
Reference .................................................................................................44 
Appendix .................................................................................................48 
Acknowledgements .................................................................................50!
 
厦
门
大
学
博
硕
士
论
文
摘
要
库
1! ЊҒ!
1 
1 {  
1.1nqP  
    cПВ̖ŝЄIŘǫ˦ǢžΝĞù-ŝBΒcПВž<3ˡ³ȎːɲÑ4
cПВˁlϧ˒žΝěʻp73ƨʙĞ\lϧBΒΝύ԰京,ʺ ԰京⑩ȲɂЌ
ǽ-IŘʃ´cПВ 20 Żǲ˦3ǥЀěǗɉMBΒcПВžŘ3>oūХ些7
eǢžΝʬǧş3X«΋\ґŻʬɞ？,ʬhŃ,ʬCȰ⑩ʬ̎ȇ3ǁμ΋̶
ΝґŻգŪ以ǫ˦\>ĥȮ义ΝȖń-位ФԪµ΄γόԾŝ½ěǨΝ.IŘΝʤ
ƠùӚŨ4cПВǁ΋hç?ŲԬΝȖń/Iբ҈32013 ǲ七 2025 ǲ˘԰3ŝ
IŘ GDP ŲԬȵԝI3cПВǆ˔ĥЬҷͺ 7%à 22%-ՒǁcПВΝ¼΢ɏ
h΋ΝǢžȖń3ґŻC>ȡ>们ʬȲКв产ěǗxǺǁʬͿűɏǫ˦ΝɴɌ- 
ŝcПВÑ΀pã3ŃͲ7Υѯ义MˁCΝ7τʳȒ五h-ЇΝCԃ
ӭŮ他ŃͲ上ƋΝȒҴ3ʆ‘CΝήĮǽ⑩Ж҃ǽ3sМв产ЬŽŝͨ͟Ν
ĭ二ùǧşIЯեМÑ-cПВʺvΝà˦3ЄCΝ΋ơͿűǫ˦\ʬΝĞ
ù47ʭՒ3cПВϏδ\ŞŪΝ伍á3ɏ˔ΝC以ѯʚŝ7eˏͨ͟,ˏ
žшŖΝǧşIӳѨϒ^3aˁґŻC˫çNȉԥԝ七< 3ҊMԥԝɑˁ
ηԌ΅3ģѳhŃąȡƋ3ŃͲΊ七ĥxѯɢȅ5Ģ7ʭՒ3̓ӃЛ>ÃӇŃ
Ͳ3Мˁĥxԃӭ΍ɍ书|,գ举ɃѶɋЛμfƜϚˏŻΝ͑ԌѐȡhŃΝ二
ԝ¡ȷ-aˁ3˔l二ΗŃͲΝ΍3ҊMŃͲΝȖńç̖ŝӬԅѯȌù-ŝ
cПВʺv3ŃͲΝȖńçΩΝѯȌù\ı6 
s΀˔Νγό˦Ψ3˔ »ŃͲΝҋҒž令Ó以众IŝЇC<3ƌЇ
CˁƌŮ他⑩ʔŃͲΝ3tyŝcПВʺvԉà\ņeʬΝŕű3xėǺ
ҢƌӉÑŕűxǂ̤ʬΝěǗϚ-Ύ̗ĥή3ŃͲΝȖńçͩơŝ3ģˁ会
ѳ仍ǺcПВʹȴМ˔ɏʙĞ-ŝЇCpź3Φǁ˦Ҧ3ӠǋƤЛ仰ǁc
ПВCв产ΝŃͲ仿զӳѨ͍´γό3̞ ƌ3cПВCˁƌŮ他ŃͲΝ6
tyŝʤƠùʺvΝʔϝΕˁnn6˔ʔʹͥ6ŬaӲe仿զ⑩ì˞3˚
ʦǪ；ԃӭǁɉéΝcПВCŃͲΝγό3ɜà½ŝŃͲŮ他<ΝϝΕ⑩Âŝ
么Ȟ3sМȡÑǁ½tcПВCΝĴλ- 
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1.2nqkj,E	  
1.2.1nqkj  
ŝʴ˔ΝŃͲγόգŪI3ƤЛyӠŻŞsȦ΅Ƥ,μƤ,Ϣ΅ƤϚѼǽ
Գӹ\ŃͲŮ他Ν΅ҒŬε5ʕʭՒ3ґŻγόl④XǁŃͲŮ他ΝϝΕӳѨ
\ȵЁ3̈́ėàΝŃͲŮ他ϝΕ˔ŃͲ⑨Į,ŃͲư,·»ѓԥ,ŃͲȁ,
ŃͲПΣϚ-ŃͲpɏx们ѳ3»任ŝaŃͲŝѓԥ̫ԃӭϊIĥň些Ν,̓
ӃЛ?ҢŃͲΦПЁΝīτȦ¬?Пɂ-ŃͲʜ_̖ˁŃͲŝěǗӭϊIǆԐe
σΝbѲȵЁ,ʆͧÑ˦3Ȓɉ7τ͏ˊ,ƹʼ也ȨĖwl̀ɂПИΝ、Ȳ
ɂ1ˡΈ320092[1]-Œ̗3˔ȧѳsŃͲʜ_ΝѼǽǁcПВCΝŃͲŮ他
仿զӳѨ͍´γό- 
Loebbert120052ϚlΝγό主ʻ3ԃӭŃͲʜ_Ӳ7ѓԥɐ̛ĥxƳ΀ʆ
‘ŃͲȒҴΝΤΝ[2]-͒Ֆ120092ҊM3ŝŃͲϒ^ʺv3ŃͲʜ_˔íaŮ
他CΝŃͲȒҴ-Ħ͖ƤЛ住²ͼ120062ԃӭγόʆÑ\CŝҦŃͲʜ_
xɓ他ŃͲʺǺҢҦnn,ǁҬҦ,ȱnҦΝ΅Ғ̀˰[3]-ˁ3cПВCΝ
ŃͲʜ_øĲ\ņeѳϪ⑤6ӲeѳϪ˔ʹȚ6cПВCŃͲʜ_Νѓԥ
ϝΕȲЌˁnn6ƨǁ½tcПВC˔¥ԟɃo6ӲˁxșΝγόɏ˙̈́
ėΝ-Œ̗3˚ʦǆŬaŃͲʜ_Ν΅Ғ⑩̀˰3ǁcПВCƌ亿΍ŃͲʜ
_ӳѨŃͲŮ他Ν仿զ©ӳ7̘ʂϫ- 
1.2.1nqE	  
M\ЬŽˏ˔仰ǁȴŞɵʁÑcПВCŮ他ŃͲΝϝΕ⑩Âŝ么Ȟ3ĭʺ
ЬγόЁ˯ŝcПВCI¾ŸȝƋΝҦ：ç⑩¥ԟɃo3˚ ʦǆ从ɮ˒¾v
主ȴ⑩，ԊɃoΝcПВCӳѨγό-˼ɼ 2015 ǲ 7 ˓IŘcПВĂ,Ǡ
C⑩¡ȷù令¡ȷIȦŝjПĬěǨΝ2015 ǲIŘcПВC 100 Ȏ ʀѨ
̍˃λ3× 2015 ǲIŘcПВΜȎ̍ãýΝCÓßˁԹԛǦǦ,丁Ҏ,
Μǽ,jb,ƃў 360,ʊͶ,Вʼ,ʬ̿,ʍϊ,ʊɎВ-Ң̍ĄЁĬ\C
么̎,μȖń,ěǗ͜ç⑩μ争}ϚŐeЌǽΝЍĬȡÓ3书|ɲ˵ʴѴΡ
予ëɲ˵ƌʘ´,Þ͆,lç五˚Ϛ3XѴΡ\Cëɲ˵ƌ̸ԝ,̶ ӑ΍ɍʤϚ-
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3 
Œ̗3从ɮԹԛǦǦMγόǁҴǆ¾˔ӠȎΝҦ：ç⑩，ėɃo-¦ȡҦʻΝ
ˁ3ΎacПВѨCΝNѓCë˔ɏ>ĭ3ƌ˔͔Ɉ,ʊϫ,ͳ̸,ΐŊ,Ԟ
ѥϚCë—Ó3ɏx˚ʦ从ɮΝγόǁҴԹԛǦǦėΦǺΝγόɉ˯ɋґˏ
仍΍acПВѨCIΝΐŊC- 
Ѝ<3˚ ʦǆxԹԛǦǦMγόǁҴ3sŃͲʜ_ΝѼǽǁcПВCǎ½
ˁΐŊCŮ他ŃͲΝϝΕ⑩Âŝ么ȞӳѨγό3ӳМMpįΝcПВCǎ½
ˁΐŊCŝŃͲŮ他ėʔ<ʆÔƳΝɼ⑩Ȃ九-˚ ʦΝγόɃoNѳ
΀ŝ4 
ϙ73—ßaxșssμƤ,Ȧ΅Ƥ,Ϣ΅ƤϚѼǽǁŃͲŮ他仿զӳѨ
γό3˚ ʦŬağ_΅ҒΝγόɉ˯3ǳxcПВCŃͲԹԛǦǦM¾
γόǁҴ3ʂҋcПВǎ½ˁΐŊCˁƌԃӭŃͲʜ_ėīѳϪӳѨŃͲŮ
他Ν5 
ϙ`3̞ӠcПВCΝŃͲʜ_?¿Ũʜ_p԰˔Ȅĭ3ĭʺ3ЁĬʴ
˔Ν,˔ »ЇCŃͲΝγόɉ˯3ǁcПВC⑩ЇCp԰ΝŃͲʜ_
ΝǣȄ\Û̘̞Ӡ⑩Ó˭5  
ϙ;3˚ ʦΝγόǁҴˁcПВCŃͲ3ӲXMŃͲΦ»γόŝcПВ
CŃͲӲ7γόǁҴ<ΝБƁ©\˔ΠΝ为°- 
 
1.3nq]Y  
    ˚ʦ7ºÓM9e令Ó3ƌ=4 
    ϙ73ЊҒ-ŬaȐãΝcПВЧˉ⑩΀˔ΝΦ»γόΝ>Ӑ3Գӹ˚ʦΝ
γόΤΝ⑩Ƀo- 
    ϙ`3ʦͺЍӹ-ʊ众Φ»ʦͺ3ǁğ_⑩ʜ_,ŃͲʜ_ϚΝ̌ȭ⑩Φ»
΅ҒӳѨʥ΅3MįʦΝγόғ҈⑩Ó˭ɓƋŬε- 
ϙ;3γόғ҈-˼ɼγόΤΝ⑩γόǁҴ3从ɮ仍ĬΝγόʭ̯⑩γό˺
˚3ǳǁ¾Νʕʭ̯ӳѨңϻҦʻ- 
ϙŐ3γόЁ˯?Ó˭-ǁγόǁҴӳѨ˺˚ʘ众3ɳͪ7ưΝЎβÍÙӳ
ѨЎβ5ŝЎβЁ˯ΝŬε<3ӠMƵѷŞÓ˭γόǁҴŝʜ_ѳϪIΝʹͥ- 
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ϙd3ЍĬҋҒ-ŝЎβÓ˭pį3ǆcПВCΝŃͲʜ_?¿Ũʜ_x
ėЇCΝŃͲʜ_ӳѨ̞Ӡ- 
ϙ¸3γόĴλ-˼ɼãʦÓ˭Νɉ˯3sŃͲʜ_ΝѼǽȏϵ⑩ȵЁÑc
ПВCǎ½ˁΐŊCŝŃͲŮ他ʭՒΝ7三ʹͥ3ǳ˼ɼӲeʹͥǁ½tc
ПВCΝ˔»ŃͲŮ他Ν仿զʆÑ仍΍ΝȂ九- 
ϙ93ǒ伍?Ǘ；-Գʻ˚γόΝǒ伍3sМǁ˙˦ΝγόӳѨǗ；- 
¾Νγό̀˰ƌř 1-1 ɏλ4 
 
 
ř 1-1 ˚ʦΝγό̀˰  
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2 Mf|  
2.1(
L
  
»ağ_ΝÂ͉3̯ŘΝϘĩƤƸ?ʦƤɛ书Ƹ Barthes ːŝ.ğ_ŃЁ
ˬÓ˭、Ғ/˔ӭ严ĮΝ乏Ғ4ӲBΒΝğ_ʳʤ3ʢǨaīτ>ĭΝͳ二I3
②΀ŝξҞ,Ҧ,》Ҧ,ħҜ,ďħ,Ɉä,ΐȖ,ʬ企……pI3МAxÏ
Tʳ伍ΝȒȇÑ΀Νğ_Ԋơa7ÔΝʺv,Şʭ⑩μpI1Barthes319772
[4]-Ύ̗ĥή3ğ_ŝ΋̶IՁŷĥѶ-Czarniawska120042ɲÑ\ğ_Ν;τ
ʹȴ4ƨˁμ΋̶ΝŬεȒȇ3ˁ7τҊήΝȒȇ3Xˁ7τʔΝȒȇ[5]- 
Todorov119692˒ʸʆÑ\ğ_Ƥ ̌ȭ3ğ_ƤĖĤğ_΅Ғ3ƨɟ
ğ_ÓMʜ_⑩ҞҤceǓՒ3ɲÑʜ_1story2ˁ ğ_Ϫˢ3МҞҤ1discourse2
ˁ主өȒȇ[6]-½į3ЖŘƤЛChatman11978319802ŝtΝ.ʜ_?ҞҤ4
》Ҧ?ΐȖΝğ_Ёˬ/1Story and Discourse: Narrative Structure in Fiction and 
Film27wI˵ȩğ_ЁˬΝ`¯Óϐ3ǳɲԼğ_ΝceЁˬ4ʜ_Ёˬ?Ҟ
ҤЁˬ3½I3ʜ_ˁÂƹǓՒ3МҞҤÙˁ主өǓՒ[7]-ŝ̗ЭЅ=3ğ_Ƥ
ǆğ_Ń—ÓMÂƹ?Ȓȇ,Ϫˢ?Ƚп,ʜ_?Ƚп,ʜ_?ҞҤ,Âƹ?
ʦϚīτ—ßʭȇ3žМ乏以>ӌÑ`¯ÓϐΝʭȇ-?̗Φ仍ǺΝ3h
΋\cτЀ¿γόшȇ47ˁxʜ_ǓՒMγόǁҴ5` ˁxҞҤǓՒMγόǁ
Ҵ-ͩМ3Chatman>ģǆğ_ЁˬÓMʜ_?ҞҤcЁˬ3ˏқřǆȒȇNo
IΝÂƹ?ȒȇѥM73tҊM}ȒȇΝğ_ʦ˚ŝsÛƒϪˢӚùMğ_
ȽпΝӭϊʺ3ǏǥЀǆʜ_Âƹ?Ȓȇ̽ͩѥĬM73Мʳ̯ÃǆÂƹ?Ȓ
ȇ,ɋʜ_?ҞҤÔæȃ˦1Chatman319902[8]-ӲτγόȲ͝Νҟ΋ǁĒ˔
ΝγόшȇӳѨ\ʙ他3h΋\ʬğ_Ƥγόшȇ3½ʹͥˁʥĬ,ìȰ,ȃʚ- 
˚ʦҊM3ĥxǆʜ_΅ѽMŬağ_Ƥ̀˰=Ν,ɳͪ˱τÂŝ么Ȟǁğ
_ϪˢӳѨĬ΅ϺϼΝ7τ主ө̎ȇ-ƨĥx?ҞҤ1Čʬ企,ΐȖ,՗sϚ主
өȒȇ2Óæȃ˦ǁğ_ЁˬӳѨīвÓ˭3XĥxƌChatmanΝѷͥǆʜ_Â
ƹ?ȒȇѥM7ӳѨγό3>©@份Ν—Ó-ğ_˚MlʦգŪҋҒΝшŖ3
什ǲ˦μυƤգŪɑȃƒ˔lϧƤ,Ȧ΅Ƥ,μƤ,ϨξÓ˭ϚƤυγόğ
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6 
_-ΎaѲʭƤΒɝҊŝʵǮ΋̶,žʦù3ɋЛƜqҎȷI以˔ğ_3ğ_
Ƥ?ğ_΅Ғĥ΍aѽԚ⑩ʂϫīτʔ̶ì- 
 
2.2-cL
j6	 v,pu  
2.2.1-cL
j6	  
Ŭaãʦǁğ_⑩ʜ_p԰»ϩΝҒӹ3ЁĬ˚γόΝΤΝ3˚ ʦԙ΍Νˁ
ʬğ_Ƥγόшȇ3Čǆʜ_?ҞҤѥM7ӳѨγό-Œ̗3ǆğ_Ƥγόs
lʦգŪȁàŃͲʔգŪʺ3ŃͲʜ_ΝÂ͉?ŃͲğ_Φĭ-ӲXϘĬ7
eƤЛǁcЛ̌ȭΝ΅ѽ3ƌ Stern119982ҊM3ѡͩʸ˘ΝʦƤ΅Ғ΍
ğ_7ҙ3ˏŻΝˁɲ传ɈäȒȇΝʦƠɋĠҤΝ主ӹ3x?ɈäΦ—ß3
МΤãğ_΅ҒγόшΖÂǮǆğ_ ?ʜ_ fˑ΍[9]-Shankar Ϛl
120012ŝЍĬ\ŻϤʦͺįɲÑ3ğ_Ǐˁʜ_,ğӹ,Ҧɋʅӹ[10]- 
ΤãŘÂǁŃͲʜ_ΝưoˏŻŞˁsʕϝΕ⑩éЬѼǽÑě3ƌ专˧
120122ҊMŃͲʜ_ˁŝŃͲʔIʥĬCȒҴ,hŃ¡ȷϚŬ˚ѳϪ3ê
´ʺ԰,Şͥ,lͳxėΦ»¡ȷ3ǳxƬʥΝğ_ЁˬɋɄȴΝ¡ȷœ Ν
ȒȇʔʄǶ[11]-Օʿч,˿ª120132ǆŃͲʜ_?Ƕ③ӳѨ\ǁ̞3ҊM
ŃͲʜ_ˁǶ③ϝÖЛ亿΍》ҦҤ乏3ǆĮl_{,ͭ Ƚʜ_ɋϓҞϩ×M˸
ϐŃͲȒҴΝ͓˲ͥМӳѨΝƴЖҘ̤-ƨɟĄϴΝǶ③ƶӆzgƼΝlʦÂ
͉3˔ʝŞȎù\ŃͲȒҴΝeȴʹȚ3MҪЛѓ他Ñʳ伍ԋɂΝ不？ύ԰3̓
ӃЛҪįŝŲԬήҗ,ê͍ĊҴ,ň些ƴЖȽӏΝĭʺ3͟ 些ǁŃͲΝ于[̔；3
sМ些à上ƋΝŃͲƶ΍[12]3ČtyȎҭ\ŃͲʜ_ʹ˔ΝéЬ-ӱ˔Ν
ƤЛsѓԥΝѼǽÑě3ҊMɏұʜ_ѓԥ3ǏˁCÞ΍CΦ»_{,lͳ,
ƃЀď,ďħʦùɋҦʜ_3͟ 些̓ӃЛΝ¼ӏǳʆմ̓ӃЛǁŃͲΝҊĥ
ǽΝ7τѓԥʭȇ1ˡ˩,ЩƘ32010[13]5ͽB体32014[14]2-ѭϾ 1˼20052
ǆŃͲğ_\͸o?ǶopÓ3ãЛˁɲŃͲΦ»ƶ五ʩʆЄΤ˵ĝΝ
ŃͲЧˉʦù,ŃͲ|¦΅ȭėhŃÞΠҘ̤ϚʭՒΝÂƹ5įЛ3ČǶoΝŃ
Ͳğ_ˁɲԃӭŃͲΝΦ»ƶqϾ五ʩ,ƜěǨΝǶ③⑩ʬ企·»̶ìxė
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ŃͲ?Φ»μʦù΀ҴΦѥĬΝʦùʔ̶ìIӿǅÑ˦ΝŃͲÂ͉3ƨˁŃ
ͲЧˉʦù,|¦΅ȭxėhŃÞΠҘ̤ͥΝȒҴù΋ì΀[15]- 
ŝŃͲѓԥգŪ3ґŻγόЛ⑩ѓԥl④ˏvɁa΍ŃͲʜ_ 7ҙ3
М>ˁŃͲğ_ 3tyҊMcЛΝ͉oǳ̬˔>ĭ-Œ̗3˚ʦXԙ΍Ӳτ
ѷͥ3ǳŝįʦγόI΍ŃͲʜ_ 7ҙ3½¾Â͉ԙ΍ѭϾ˼ǁǶo
ΝŃͲğ_ ưoΝ令Ó- 
2.2.2-cL
jv  
Bruner119902ʆÑȂˬ7eƋʜ_Ǻ¾ŸceЌǽ4"ѨìΝɅˉ5#Ʉ
ήΝɅˉ-ѨìΝɅˉøĲ\ǁa·М乏ĥ义ùΝ_{3ɄήΝɅˉÙ会ѳҪ
Л΍ȦĔʜ_IΝѼм[16]-Escalas119982ÙɲÑˬɉʜ_ğ_ЁˬΝc
e˒们ѳ¯ϪÓßˁʺǸȴ⑩Œ˯»ϩ[17]-Vincent120022ҊM3Ҧʜ_˔Ő
e们ѳͥѳɟʇ4Ƚп1Plot23lͳѼм1Character2,Nզ1Subject2xėЖ
Ƥ1Aesthetics2[18]-ŝƳ亦գŪ3i位ƤЛ Fog Ϛl120052˼ɼв产ŻǲΝ
ʜ_ѓԥЀղ3ȏϵÑ\7三¿Ũʜ_ΝŐž¯Ϫ3ČҎȷ1Message2,ÊϏͥ
1Conflict2,lͳѼм1Character2,Ƚп1Plot2[19]-ԼŃƎ⑩住²ͼ120082
ŝǁϨŃ΃ƲΝŃͲʜ_ӳѨ̞ӠʺǆŃͲʜ_ÓMlͳѼм,_{,ǮÑ΀Ν
ͳ{,Ҏȷ,ÊϏdeѳϪ3ǳԃӭưȴҪʦ˚ΝʭȇǁŃͲʜ_Νğ_ʹм⑩
ğ_ЁˬӳѨʦ˚Ó˭[20]- 
    Gergen119882sʕǓՒΝѼǽ3µՒŞɲÑ\ʜ_Ǻ¾ŸΝ们ѳʹȚ4
"̝7eʜ_以ѳ˔们ͥ5#ʜ_Ν们ͥ7ʶȡàθҊ3ԐnҦʜ_ΝlǏѳ从
ɮԐeĥxǭít՟Þ主өҢ们ͥΝϪˢ1Č_{2Mʜ_ΝÂƹ5$ʜ_Ν
们ͥ?Ϫˢ7ʶθưį3ǺǆӲeϪˢ1Č_{2ʥ΅ɉ¾˔ʺ԰±į՟ǸΝǸ
×5%±į՟Ǹșșĥx΅ѽɉ7τŒ˯»ϩ5&ʜ_7三¾˔͏ˊΝȃƒ,I
̛xėЁǒΝÓΒͥ[21]-? Gergen ΝȲӕӠΦΝˁ3Bruce120012sƌˏ
ƋŞ亿΍ŃͲʜ_ѳϪΝѼǽ3ȵЁÑɟʇŃͲʜ_Νx=ѳͥĥxȈ些̓ӃЛ
ºպ3¾øɯ4"ÁաŃͲʜ_ΝÂ?ź3XǏˁʴѳҦŃͲÂ令Ν_3Xѳ
ҦŃͲź令Ν_5#»̲̓ӃЛΝʜ_4\ѽ̓ӃЛΝ¨ͭøɯMnnō̒˱e
ŃͲxėō̒ŃͲΝnn3ѳҦӲʭՒΝ_5$΍˝ƳΝҤ̡Ҧʜ_3ʐȅ下͇
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